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Abstract 
The aim of the present paper is to analyze how the concepts of customer integration can support the evaluation of the quality related 
to information technology (IT) service process in order to identify aspects of positive improvements. The customer can assume 
different roles in the IT service process; the effect is analyzed based on these potential customer roles, by the results of a developed 
survey. Research concepts of customer integration give little consideration so far to the perspective of the customer. However, the 
customer will only bear his own expenses for the integration, if he even reaches a significant benefit in the IT service process 
quality. The research methodology used in the investigation consists of a combination of methods and tools of customer integration 
and customer binding applied in the IT service process management. The aim of the research is to evaluate whether these methods 
can contribute positively to the IT service quality improvement. The result of this research consists of a model for evaluation of 
the IT service process effects. Within empirical research, a structured standardized interview was conducted. 
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1. Introduction 
Increased price pressure in the IT services sector require the consideration of new approaches to meet the 
expectations of all stakeholders in the wholesale business. In business with major companies, various stakeholders are 
involved in the IT service process and it is difficult to meet the expectations of the recipients of IT Services.  
Collective and individual perspectives, interests or attitudes to the service company of responsible persons often 
dominate how the service process quality and the quality of relationship in general are evaluated. The tension between 
standardized cost benefits and personalized customized performance has complexity and running costs in the following 
customer relationship as a result. The aim of the present paper is to analyze how the concepts of “customer integration” 
can support the evaluation of the IT service process quality with a positive improvement.  
The competent Committee ISO/TC176/SC1 for the revision of the ISO9000 has identified the following 8 principles 
of quality management identified that are based on the revised standard series (ISO2006): 
x Customer-oriented organization 
x Leadership 
x Involvement of employees 
x Process-oriented approach 
x Systems Approach 
x Continuous improvement 
x Factual approach to decision making 
x Supplier relationships for mutual benefit 
It is thus clear that numerous instruments of quality management can be used to increase customer orientation. Each 
company however, has to individually determine which instruments primarily are used and who is actually responsible 
for their implementation within the organization. [1] 
The research method is based on the instruments and methods of “customer-integration” and “customer-binding” 
in the IT Service process management. The customer can assume different roles in the IT Service process. The effect 
is analyzed on the basis of these potential customer roles, by the results of a survey. The aim is to evaluate whether 
these methods can con-tribute positively to the IT service quality.  
Research concepts of customer integration give little consideration so far to the perspective of the customer. 
However, the customer will only bear his own expenses for the integration, if he even reaches a significant benefit in 
the IT service process quality. The result of this research consists of a model for evaluation of the IT service process 
effects. Within empirical research, a structured standardized interview was conducted. 
2. Scientific Basis of the Research 
2.1. Prerequisites and potential customer roles 
At the beginning it must be considered how could the motivation of a receiver of IT services can be formulated to 
provide the corresponding own efforts and expenses for the involvement.  
In the following section incentives and instruments are shown, move the clients to cooperate: [3] 
x Material incentives, such as in the form of price reductions 
x Intangible incentives, such as in the form of praise and recognition can be used to increase the self-esteem of 
customers. Also the awareness of the customer, that a failure to satisfy the requirements placed on it, in the 
further course can draw any failure or delay with it is to count on this. 
x The customer should be of the fundamental importance of his own  
x Performance fee to be convinced for the entire performance success and thus create an internal control beliefs to 
the customer. Specifically, this means that the customers reflect the performance, or failure to their own behavior. 
x Very good performance results of the customer can be presented by the seller and customers as references. In 
addition to honoring the customer shown, this also has a morale-boosting effect for the other customers and 
business partners. 
x Knowledge transfer by the seller in the form of training, information and training programs provide additional 
incentives to the customers. 
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Customers can take into the following specific roles: 
1. Customer as Co-Designer  
Knowledge and experience of the customer as service providers to be used to effect performance 
improvements or develop new IT services [10]. The customer is as an information and idea supplier [5].   
2. Customer as a communicator  
Customer reviews are forwarded to other potential customers. 
3. Customer as revenue and cost factor 
Customer behavior causes costs and revenues for the company. A special consideration of the factors is within 
the customer integration. 
4. Customer as a buyer and a user  
The customer is user and / or payer of the delivered IT service 
5. Customer as a Co-Producer 
The client is actively involved in the service delivery process. 
His performance contributions can thereby, as well as the nature of the introduced factors of production, be 
very diverse. [3] 
6. Customer in the role as a competitor 
In the literature, defined as Prosuming, the customer and the consumer can replace activities of producers by 
its own power [11]. 
7. Customer performs the service specification  
As part of this role of the customer to deliver the expectations of the result of the service or the product. 
8. Customer takes over the function of quality assurance 
Securing and improving the provision of services is of corporate and customer interest. The customer, as 
recipient of the service gives direct feedback. 
9. Customer takes over the function as an executive substitute 
The customer takes over the task of performance evaluation, for example in the form of recognition and 
feedback, due to the direct interaction with the employee of the provider. 
10. Customer assumes an assistance function  
The customer support activities of the provider based on some conditions, for example by use of IT service-
relevant information of the customer. [3] 
The customer's involvement in the innovation process should be desirable for any company, because it increases 
customer benefits, strengthens customer loyalty and also can improve quality. Customers are integrated into the 
innovation process and obtain as a result exactly the product or service that suits their particular needs. 
Since the customers are involved in the process of brainstorming and then have the service designed according to 
their wishes and needs, the customer benefits will be much greater than for those customers whose supplier company 
has designed and developed based on assumptions about customer needs products for them. [6] 
Another result of the customer's involvement, in addition to the optimization of the customer value and improving 
customer loyalty, is the achievement of higher levels of quality. The fact that the customer is involved from the outset 
in the innovation process, leads to the fact that the quality of claims are known from the beginning. This means that 
the specific properties can be optimized to provide services, which can also be used for most customers. Thus it is 
possible to ensure in advance that subsequent specification requirements are met and comply with the quality standards 
of the customer. [8] 
The concept of customer integration is constantly developing in the services sector, including through new 
technologies; these are, for example, automated check-out at the hotel, self check-in at the airport, online banking or 
self-scanning POS in retail. Current research projects examine the relationship between this development and the 
perception of quality by the customer. [9] 
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2.2. Quality measurement of IT-services 
A current draft pertaining to Quality management systems – Requirements ISO / CD 9001:2013 has been prepared 
by the competent Committee ISO / TC 176/SC. It sets up a new structure and establishes a common framework firmly 
divided into ten sections: 
1. Application 
2. Normative references 
3. Terms and definitions 
4. Context of the organization: understanding the internal and external affairs of the requirements and expectations 
of relevant interested parties, the management system and its scope. 
5. Leadership: responsibility and commitment of top management, policy, organizational functions, responsibilities 
and powers. 
6. Planning: measures to identify risks and opportunities, relevant objectives of the standard and plans for their 
achievement.  
7. Support: resources that are required for the appropriate standard, competence, confidence, communication and 
documented information.  
8. Operation: operational planning and steering. 
9. Performance Evaluation: monitoring, measurement, analysis and evaluation, internal audit and management 
review.  
10. Improvement: non-conformity, corrective action and continuous improvement. 
It is thus clear that numerous instruments of quality management can be used to increase customer orientation. 
Each company, however, has to define individually what instruments are used primarily and who is actually 
responsible for their implementation. [4] 
The SERVQUAL method used for customer-oriented measurement of service quality. This method is a "multi-
attributives-procedure" which is based on the assumption that the global quality assessments are a result of a multitude 
of individual assessments of multiple quality characteristics. [2] 
The SERVQUAL approach determines the perceived service quality from the customer perspective with the 
expected service quality gap. 
The five dimensions of quality are: 
1. Convenience of the tangible environment (tangibles) 
2. Reliability 
3. Responsiveness 
4. Performance competence (assurance) 
5. Empathy 
In the next step, these quality dimensions are transformed to the case of an IT service management (Desktop service 
in the end user environment) and enriched with appropriate criteria. 
 
Table 1. Transformation of the quality dimensions of an IT end user Desktop service 
Dimension Quality criteria of the customer (end user of Desktop IT services) 
Tangibles 
1. Technical equipment of the service employees 
2. Pleasant appearance of the employees 
3. Pleasant design of information materials and brochures 
Reliability 
1. Adherence to delivery dates of the service providers 
2. Interest in the problem solving of the service providers 
3. Right performance execution at the first time 
Responsiveness 
1. Adherence to delivery dates in the notification of the performance execution 
2. Pronounced willingness to help the customer 
3. Immediate resolution of customer issues 
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Assurance 
1. Behavior of the service employee arouses customer confidence 
2. Consistent courtesy of the service employees 
3. Expertise of the service staff to answer customer inquiries 
Empathy 
1. Customized attention in service delivery procedure 
2. Customer-oriented scheduling of service 
3. Employees of the service provider understand the needs of the customer 
To evaluate the effect of the quality dimensions to the different roles of the customer integration, a study in the 
context of expert interviews with various stakeholders can be constructed. 
2.3. Research methodology 
The evaluation of the different customer roles can be mirrored to the service quality dimensions and the criteria 
behind them. The methodological basis for conducting the research is a value benefit analysis. The weighting of each 
dimension can be adapted to the situation and to the individual. The respondents to the questionnaire should be experts 
with minimum 10 years of professional experience in this field of IT Service Management and ideally on the skill 
level of an ITIL V3 Service Expert. In order to obtain different perspectives in the evaluation survey following groups 
are provided: Customer experts and Experts of the service provider  
Regarding objectivity at least every ten representatives should participate each survey group. The goal of the 
evaluation is to assess the potential customer roles regarding positive effect on the quality of service at the customer 
interface. The evaluation is made by using a weighted coefficient assessing the value of the role the customer plays. 
The result of the Customer Role value benefit coefficient is the sum of the results of the customer survey coefficient 
(C) and the coefficient of the evaluation of the service provider experts (S). The customer benefit coefficient and the 
service provider benefit coefficient each consist of the sum of the respective benefit coefficient of each service 
dimension. These in turn are calculated from the average of the answers to three questions multiplied by the weighting 
factor. 
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In the structured interview each five dimensions per customer each role evaluated using three specific questions. 
The questionnaire contains in total 150 closed questions related to each quality dimension and each costumer role 
(evaluation scale: from 0 = low benefit to 10 = high benefit). 
2.4. IT support for evaluation 
Due to the fact that a full consideration of the customer integration is explored only in its infancy, there is also no 
software for this market. In the context of this paper an application itself was developed and is in pilot operation  
2.5. The Survey Description 
The research sample consists of two groups of stakeholders (customer and service provider). The (not yet 
published) study was conducted by a German DAX company in February 2014. Detailed description of the study:  
x 3 Customer industries in the business branches: Telecommunication, public sector and energy in Europe 
x With all the customer has the service provider long-term framework agreements (> 5 years).  
x The respondents work exclusively in desktop end user service.  
x The respondents were 40-54 years old, were being 70% male and 30% female 
x Each 15 respondents on the customer side (each 5 respondents per customer) and service provider side  
x Duration of the interview between 2 and 4 hours  
x In addition to answering the questions substantive comments were partially conducted which were included in the 
evaluation and interpretation of data as well.  
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x All participants were at least 12 years in the IT Service Management field operates. 
x 80% of respondents have the level of education in service management: ITIL V3 Service expert 
x The language of the interviews were, depending on the inclination of the interviewee, performed in English and 
German, the best possible way to avoid a distortion of the subject content. 
x The customer relationship is generally in a good relationship and the participants are interest-free. 
2.6. Results of the specific stakeholder groups survey 
From each stakeholder the average of the results of the questions (each quality dimension and customer role 3 
questions) determined. This value is weighted with a weighting factor of 20%. The respective sub-result is the benefit 
coefficient. In the next step, the respective benefit coefficients were added and determines the customer benefit 
coefficient / quality dimension and the service provider benefit coefficient / quality dimension. The results are 
summarized in the following table. The four highlighted results are described in more detail in the following analysis 
(the three highest values of the sum of the benefit coefficients both stakeholders and the largest deviation in 
answering). 
 
Table 2: Overview of the results 
Overall view of the values Customer benefit coefficient 
Service provider 
benefit 
coefficient 
Difference of 
benefit 
coefficients 
Sum of both 
coefficients 
Customer as revenue and cost factor 5,90 6,10 -0,20 12,00 
Customer as a buyer and a user  7,90 7,70 0,20 15,60 
Customer as a Co-producer 2,60 2,20 0,40 4,80 
Customer in the role as a competitor 6,00 2,10 3,90 8,10 
Customer performs the service specification  8,40 7,60 0,80 16,00 
Customer takes over the function of quality assurance 2,50 2,40 0,10 4,90 
Customer takes over the function as an executive substitute 2,00 1,80 0,20 3,80 
Customer assumes an assistance function  6,10 5,90 0,20 12,00 
Calculation 52,40 47,30 5,10  
 
The results are stakeholder-specific visualized in the following graphic. 
 
Fig. 1. Screenshot from application: Stakeholder specific results 
2.7. Conclusion of the survey 
In the discussion and interpretation of recurrent qualitative comments of the interviewees are taken into 
consideration. In the following the results of the study will be evaluated on the basis of different customer roles. 
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x Detailed analysis of the customer role as a communicator.  
This customer role reached the third highest total value of both stakeholders. When comparing the total value is to 
be noted that the service provider with the value 6.8 rated a greater benefit as the customer with the value 5.6. The 
service provider promises a great benefit to participate the customer actively in their own communication policy. 
Furthermore, the customer a significant role over a positive influence in the customer's organization to promote the 
quality of service providers. The highest value for both stakeholders of the quality dimensions reached "Empathy". 
This could be a common understanding that these kind of customer integration can support the quality of service 
provision considerably, because the customer needs to be better understood by service provider. 
 
Fig. 2. Screenshot from application: detail analysis of the customer role as a communicator 
x Detailed analysis of the customer role as a buyer and a user 
These customer role reaches the second highest value in the study. It is noteworthy that the values between 
customers and service provider are almost identical. Also the evaluation of the quality dimensions has a low variance. 
Both parties seem comparable to assess the relationship between performance and payment thereof. Probably it is 
because, as a multi-year contractual relationship with all the customers surveyed exists. In new relationships 
substantive deviations are to be expected, because the two-sided expectations vary more. 
 
 
Fig. 3. Screenshot from application: detail analysis of the customer role as a buyer and a user 
x Detailed analysis of the customer role, who performs the service specification 
These customers role reaches the total value of 16, the highest result. The value of the customer is 0.8 higher as the 
value of the service provider's. The customer sees a great benefit in it if he extensively the specifications of the IT 
service purports to ensure that an appropriate level of quality of service provider is assured. On the other hand, the 
service provider wants to minimize its uncertainty, whether the agreed quality level meet of the expectations of the 
customer. This also explains the slightly higher value of "responsiveness", as for ex-ample, the time resolution for 
customer issues is seen as a critical success factor in the evaluation of quality. The customer rated quality dimensions 
that reference more on behavior and attitudes of service providers and less on dimensions that refer to concrete 
preconditions for measurable quality of service parameters. 
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Fig. 4. Screenshot from application: detail analysis of the customer role, who performs the service specification 
x Detailed analysis of the customer role as a competitor 
The Customer role as a competitor was rated by the two different stakeholder very different. The customer always 
strives to test the performance of the purchased IT service and evaluate possible alternatives. These alternatives can 
be realized either insourcing of IT services, or to give the IT services to another provider. Although the service provider 
accepts a permanent benchmarking with potential competitors, a practical use for the provision of service quality at 
the customer interface, the respondents of the service provider doesn’t deduce. 
 
 
Fig. 5. Screenshot from application: detail analysis of the customer role as a competitor 
2.8. Pre Conclusion 
Depending on the situation and specific case the customer roles and the criteria can be adjusted individual. The 
basic logic can be maintained. An IT support for the evaluation of the customer integration can increase the quality 
and efficiency in implementation. As part of the science and practice, this method can be further developed. Important 
for this, is a high usability and reporting ability to make the results visible and increase the user-friendliness, e.g. in 
the form of excel output and different graphics. 
3. Conclusion 
The model presented provides the connection between various customer integration models and a potential benefit 
of service quality at the customer interface of the service providers. 
The results continue to show the need for a differentiated assessment of the various stake-holders. The weighting 
factors can be customized according to the situation. The application of the model and methods are especially 
recommended in long-term planned customer relations and can therefore be an essential building block for customer 
loyalty. It’s important that the application of the survey will be accomplished in an environment with a good 
relationship between customer and service provider to avoid individual interests in answering the questions and 
participation of the customer contact.  
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The integration of the customer can be performed at various stages of the supply chain by various instruments. 
The individualization concept refers not only to the generation of performance, but it also includes the individual 
design of the business relationship between supplier and customer [7]  
To achieve derivable results, it is necessary to collect the data stakeholder-specific, to evaluate and interpret it. 
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